Chapter 30.1 / 30.2




Product Planning

= Decisions about
features that are
needed to sell a

business’s products,
services or ideas




Product Mix

= All the different
products that a
company makes or

sells.

KRAFT Company:
...Kraft

...Maxwell House
...Oscar Mayer

...Post Cereal products




Product Line

= Group of Closely related products
manufactured and / or sold by a business

Cereals ---- Kelloggs

Product Mix

= The width and depth of a company’s
product offerings.

Width: number of different preduct lines
Depth: number of product items within; a product line.
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PRODUCT LINES............. PRODUCT LINES
Blades o Writin :
And Razors lelieieEs Instrumcgnts Hig e
MACH 3 Series
Sensor Adorn
Trac I Toni
Atra Right Guard
Swivel Silkience Paper Mate Cricket
Double-Edge Soft and Dri Flair S.T. Dupont
Lady Gillette Foamy
Super Speed Dry Look
Twin Injector Dry Idea
Techmatic Brush Plus




ceVveloping Products

= Adds to

Introducing

overall iae., CREME SAVERS

/. /,f/ Smoothies

sales,
market
share and
Increased
sales




Steps to Product Development

= Generating ldeas ...cultral Trends, Behavior

m Screening ldeas ..companies match idea against Co. objectives
= Developing Business proposal ...potential sales, costs
= Developing the product ...prototype ... final product

= Testing the product .. test Marketing

= Introducing product (Commercialization)

o If response if favorable, product introduced into the marketplace

= Evaluating customer acceptance ...tracking

customer acceptance




Product Modifications....

Easy and inexpensive way to add new products to
a company’s product line.
*Packaging
SCAR e\arieties
Formulations
eColors
eFeatures

eSjzes

How did BAND-AID modify traditional band-aids to
create a new “modified” product?




Maturity
Stage

$3$ spent on fighting off competitors

Growth Decline
Stage —new Stage

Product mix strategies —
“‘Compare & Save”

Introduction \, OBSOLETE
Stage / r,‘ Drop product

Least profitable




Product Positioning

Image a product projects

GOAL: Set the product apart from the
competition..."relative to competi”
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Features and Benefits...

L =

Young women

Convenience . Companies often stress
Portable | | features and benefits

Eliminate damp plus unique

washcloths = characteristics of a
product to position it in

the marketplace

Some businesses position their products to compete
directly with the products of other companies

Y\

iI'm lovin' it




Planogram:

A diagram showing how and
where a product should be placed in a
store.
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